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Summary 
 
Trust is defined as the belief of others’ competence and happens to be an important trigger for 
a visitor of a website to purchase a product. To become a successful company selling e-
commerce products and/or services one has to be trustworthy. The purchase intention of 
online shoppers is influenced by their trust in a website. Lacking the direct interaction with 
the customer in a virtual shop, a site has to use other tools to enhance trust.  
 
Information richness plays a crucial role in customer behaviour on the internet and in the 
adoption process of the virtual store by the online visitor. Various studies found that 
information quality has a direct and positive impact on customers’ satisfaction and their trust. 
Because information content has an impact on trust, customer satisfaction and eventually on 
the purchase intentions of a consumer, it is interesting to analyse the effect of so called 
interactive dynamic content on customer satisfaction and trust. There is a void in research 
focusing on providing interactive dynamic content by add-in information channels. The 
content on a website consists of static information (f. e. company details, menu and 
disclaimer) and/or dynamic content. In case the information is presented based on visitors’ 
behaviour it is called dynamic content (f. e. list of last minute offers). A website can contain 
interactive features, where the visitor receives additional information on demand. Normally 
this information is static content (f. e. country information), but this study researched 
interactive dynamic content from an external source. The weather forecast from an external 
content provider may have a positive effect on the visitors’ trust and eventually on their 
purchase intentions. The website owner can make an agreement with this content provider on 
providing electronic information. In this study we introduce an e-Alliance as a dimension of 
information quality. An e-Alliance is a service level agreement on providing interactive and 
dynamic content, which the website owner can incorporate on his site and for this content the 
supplier receives compensation. The study doesn’t investigate the details of the service level 
agreement itself, but only the interactive dynamic content provided. 
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This study attempts to answer the following problem statement: Does interactive dynamic 
content have a positive effect on the trust and indirect on the purchase intentions of the 
internet shop visitor? 
 
In early days the strategy on the internet was to accumulate traffic. For many years research 
focused on time-saving aspects, security issues and customer loyalty. After the initial hype of 
e-commerce it became obvious, that thorough analyses were necessary to understand all the 
factors that may facilitate the electronic marketplace. In 2002 the theoretical model of web 
satisfaction was proposed to analyse customer satisfaction at the information quality level and 
the system quality level in the online environment. The original model has been extended 
with the service quality level and research confirmed that those three levels had a significant 
effect on customer satisfaction. The information quality level has a significant influence on 
both trust in a website and customer satisfaction. This research concentrates on the 
information quality level and the effects on trust, customer satisfaction and purchase 
intentions. Information quality has the dimensions specific content, content quality and 
introduced in this research e-Alliance. What is the effect of an e-Alliance on trust? 
 
 
 
Information Quality 
 Specific 
Content 
Trust Content 
Quality 
Customer 
Satisfaction 
Purchase 
Intention 
H1 H7 
H8 
H5 
H6 
E-Alliance (Interactive 
dynamic content) 
H2 
H4 
H3 
Not significant relationship 
Significant relationship 
Figure 1 Results estimated model with significant relationships for Opodo.de 
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Two similar websites in Germany offering last minute holidays were included in this study, 
one with interactive dynamic content and one without such content. A designed questionnaire 
invited respondents to visit both websites and answer the same set of questions. A 
convenience sample was taken by promoting the online survey on internet and direct mail. 
The online survey was completed by 180 persons, of which 104 observations were included 
for this study. The models were analysed with IBM SPSS
©
 20 and Smart-PLS. One model has 
been entered for the website without dynamic content and one model for the website with 
dynamic content. The results for the model with dynamic content are displayed in Figure 1. 
 
In line with previous research, the results of both models support the finding that specific 
content and content quality appear to have a positive impact on trust and also support the 
hypothesis that trust positively influences the customer satisfaction and ultimately the 
purchase intentions of the customer. In the model for the website without dynamic content, 
the construct e-Alliance had neither a significant relation with trust nor with customer 
satisfaction. In the model for the website with dynamic content no significant relationship 
appeared with customer satisfaction, though a significant relationship with trust seems 
present. 
 
This study tried to find an answer to the question: Does interactive dynamic content have a 
positive effect on trust and indirect on the purchase intentions of the internet shop visitor? 
From the supported hypotheses from both models the answer seems positive. An e-Alliance 
can have a positive impact on trust. 
 
An E-Alliance is one way to facilitate the customer, as also the content of RSS-feeds gives 
website owners the possibility to provide external content. A website owner could take 
advantage and incorporate rich information from external sources on the website, always 
assessing the value of this dynamic content for the visitor. The management of a website 
would become less time consuming and the positive effects on trust are promising.  
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1. Introduction 
 
The internet didn’t change humans, however it has changed how people communicate and 
interact (Spennemann 2006). These ever changing communication processes are vital to 
company performance. Companies are very interested, from a sale and marketing point of 
view, to learn what triggers a visitor to purchase a product (Van Oppen 2007; Varadarajan 
and Yadav 2009). An important trigger is trust (Chau, Hu et al. 2007; Kim, Ferrin et al. 
2008)! Therefore companies that desire to be successful on the internet selling e-commerce 
products and/or services have to be trustworthy (Kim, Chung et al. 2010). 
 
Trust is defined as the belief of others’ competence (Blomqvist 2002). Those competences are 
not an exclusive requirement for interactions on the internet, but also in a traditional shop. 
Customers in a virtual as in a real shop both want to minimize the risk of their decisions. In a 
traditional shop the customer can interact directly and in the process enhance his trust in the 
product and the seller (Frías, Rodríguez et al. 2008). The physical distance between the buyer 
and the seller can make the online buyer feel more vulnerable, consequently looking for trust 
(Yadav and Varadarajan 2005). The virtual shop lacks direct interaction and has to use other 
tools to enhance trust (Frías, Rodríguez et al. 2008). An internet shop can provide visitors 
with quality and quantity of information to prevent questions. In addition it should be actual 
and correct, to diminish the effect of other media (Mercille 2005). Information richness plays 
a crucial part in customer behaviour on the internet (Hsu 2008) and in the adoption process of 
the virtual store by the online visitor (Oh, Kim et al. 2009). On the internet the choice of 
communication technology is crucial for the level of trust (Walczuch, Seelen et al. 2001; 
Shao-Kang Lo 2007). 
 
The initial trust of visitors in an online environment can be achieved with interactive task-
facilitative information tools, but the challenge is to adapt the content when the visitor 
modifies the product or task (Gupta, Yadav et al. 2009). The quantity of information should 
be in balance with the needs of the online visitor (Shao-Kang Lo 2007) and still perceived 
easy to use. The trustworthiness of an online shop depends on the navigation functionality of 
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its website (Kim, Chung et al. 2010). In the research of Kim, Chung et al. (2010) it is 
proposed that visitors looking for high priced or luxury invisible tourism products need higher 
levels of information. A community site, where visitors and customers can exchange 
information, would be one way to increase trust. However, a community site is an open end 
portal. Can such information be trustworthy? To safeguard both the navigation functionality 
and to increase the level of information, the introduction of dynamic content looks promising 
(Bai, Law et al. 2008). Providing content is time-consuming, thus expensive, and maybe this 
information can cost-effectively be purchased from external sources. A Service Level 
Agreement with content providers (E-alliances) could offer this dynamic content (Bai, Law et 
al. 2008; Gupta, Yadav et al. 2009). A Service Level Agreement is a contract between the 
website owner and an external content provider, in which they agree on the content to be 
presented. 
 
It is critical for online companies, not exclusively in the hospitality and/or in the tourism 
sector, to continue to invest in the information quality of their website, because online 
customer behaviour is greatly influenced by their virtual experience (Bai, Law et al. 2008). 
Various studies found, that information quality has a direct and positive impact on customers’ 
satisfaction and their trust (Cheung and Lee 2005; Shao-Kang Lo 2007; Kim, Ferrin et al. 
2008; Kim, Chung et al. 2010). The purchase intention of online shoppers is influenced by 
their trust in a website, according to a recent study (Kim, Chung et al. 2010).  
 
A company selling its products via a website, should try to increase the trust of a visitor in its 
website. Various studies found, that this trust could be influenced by the quality of the 
website (Bliemel and Hassanein 2007; Hsu 2008; Kim, Ferrin et al. 2008) and content of 
information to have an impact on this quality (Cheung and Lee 2005; Bai, Law et al. 2008). 
Because information content has an impact on trust and eventually on the purchase intentions 
of a consumer, it is interesting to follow the suggestions on dynamic content as an 
economized way to improve this content (Gupta, Yadav et al. 2009).  
 
However, there is a void in research focusing on providing interactive dynamic content by 
add-in information channels (Bai, Law et al. 2008), although dynamic content could be a 
method to improve information content. From the research of Gupta, Yadav et al. (2009), it 
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became evident that interactive dynamic content had a significant impact on perceptions of 
trust. The experiment was limited as it focused only on one product and it would be 
interesting to test if interactive dynamic content has the same impact in a different market. In 
this study the interactive dynamic content has been researched on the travel market with 
content from a third party, in this case the weather forecast. This type of dynamic content is 
normally not in-house available, and is different from previous research, because it is live 
content from an external content provider. 
 
Problem statement and research questions 
The introduction of this research makes clear that questions remain on the subject of Trust. 
Does interactive dynamic content have a positive effect on trust and indirect on the purchase 
intentions of the internet shop visitor? 
This question can be subdivided in a few questions: 
Does an E-Alliance (interactive dynamic content) positively contribute to the trustworthiness 
of a website? 
Does trust influence the customer’s satisfaction? 
Does customer satisfaction affect the purchase intentions of the online shopper? 
 
This paper aims to contribute in the discussion of using an E-alliance as an instrument to 
enhance trust and the purchase intentions of the online customer.  
 
Chapter 2 starts with the literature review describing the background of the problem, 
presenting the objective of this research, clarifying the research questions that needed to be 
answered in order to accomplish this objective and deriving hypotheses. From these 
hypotheses a conceptual model has been derived. 
 
In chapter 3 the results of data collection and analysis of the research have been presented and 
in chapter 4 the results of this research project. First, the theoretical perspective that has been 
used to perform the empirical part of the research is described. This includes a detailed 
description of the process of collecting and analysing the data and the actual results of this 
process in the context of the theoretical perspective. The conclusions from the findings and 
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implications formulated are presented in Chapter 5. Also the limitations of the research and 
suggestions for further research are formulated in that chapter. 
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2. Literature review 
 
In the literature review the logic design of the research is explored. Through literature review 
the problem definition is indicated and the object of research evolves from this problem 
definition. The research should find answers to the questions raised, to contribute to the 
scientific discussion. 
 
Information Richness Theory 
Information Richness Theory IRT is defined as the ability of information to change 
understanding with a time interval (Daft and Lengel 1986). After the initial internal search for 
product information the customer will turn to external sources to obtain the product 
information. There are many ways to obtain this information. A customer can visit a 
traditional shop, call a supplier, send an email or try to locate the product on the internet. A 
good website is able to offer the information to a visitor in an easy, quick way. Online 
shopping is popular for reasons of timesaving and cost saving (Sarv, Ming et al. 2003). 
Therefore if a website scores high on timesaving, effort and ease to satisfy the customer in 
their search for information, the chances of the website being accepted and used productively 
are good (Stahl 1987). Though a website being accepted and used productively will please a 
web shop owner, it doesn’t provide a return on investment (Chang and Chen 2008). 
 
Website traffic was in early days seen as a condition for generating on-line sales, and the 
performance indicator to acquire potential revenue (van der Heijden 2003). The studies were 
mainly conducted on the time-saving aspect, because it was the main reason for e-commerce. 
However, other research found that security and information content were most valued by 
customers (Sarv, Ming et al. 2003). Security has eroded as drastic advancements in online 
security technologies marginalized this issue (Udo, Bagchi et al. 2010). Nevertheless many 
researches were focused on customer loyalty, which has been considered an important goal in 
consumer marketing. One conclusion was, that companies should focus on satisfaction and 
perceived value if they strive for customer loyalty (Yang and Peterson 2004). User 
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satisfaction is one of the most crucial factors determining the continuance of using an 
information system (Jin, Cheung et al. 2008), thus creating loyalty. But does it create action 
loyalty, where customers convert conative loyalty into making a purchase (Yang and Peterson 
2004)? After the initial hype of e-commerce it became obvious that thorough analyses were 
necessary to understand all the factors that may facilitate the electronic marketplace (Yadav 
and Varadarajan 2005).  
 
A conceptual framework was introduced trying to organize thinking for increased interactivity 
in an electronic marketplace and the implications for product migration (Yadav and 
Varadarajan 2005). Product migration refers to the extent of reliance of buyers and sellers on 
the electronic marketplace for activities implying the search of information, purchase of 
products or services, direct use or disposal of a product (Yadav and Varadarajan 2005). 
Product migration has 4 dimensions, being information migration, transaction migration, 
fulfilment migration and post-purchase support activities migration. In case of information 
migration the web visitor is merely looking for a low-cost electronic information source to 
enhance knowledge about products, prices, promotions etc. The post-purchase support 
activities migration aims to maintain and improve customer relationship after the sale. With 
transaction and fulfilment migration the website visitor is actually purchasing products and 
services. Although both types of migration have great value outcomes for consumers (Yadav 
and Varadarajan 2005), consumers were hesitant to adopt this way of doing business (Sarv, 
Ming et al. 2003).  
 
Could satisfaction surmount the hesitance of doing business? The theoretical model of web 
satisfaction by McKinney, Yoon et al.(2002) proposed to further analyse customer 
satisfaction at the information quality level and the system quality level in the online 
environment. They noticed that the quality of a website could be divided in an information 
quality level with accuracy, content, format and timeliness as the parameters and system 
quality level, which has navigation, ease of use, response time and security as dimension. In 
the research of Cheung and Lee (2005) this framework was extended with a service quality 
level in an online context, with responsiveness, assurance and empathy as parameters. All 
three levels had a significant effect on the consumer satisfaction, something that was 
confirmed in later research on service quality level (Udo, Bagchi et al. 2010; Xing, Grant et 
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al. 2010), on the system level (Bliemel and Hassanein 2007; Jin, Cheung et al. 2008) and on 
the information level (Bai, Law et al. 2008; Oh, Kim et al. 2009). 
 
A new dimension on the information level is the interactive informative content (Gupta, 
Yadav et al. 2009) as a part of task-facilitative tools, which evidenced to influence the 
consumer trust. This construct of dynamic content could be an asset in the hospitality and 
tourism market. Customers are seeking information online about the destination(s) they are 
likely to visit (Bai, Law et al. 2008). Interactive dynamic content with destination information 
could influence the purchase intentions of the online customer of a travel website. Theoretical 
research of interactive dynamic content has to investigate this new technology to establish, if 
it aids rather than frustrates the consumer in his shopping task (Hausman and Seikpe 2007).  
 
The construct of dynamic content as a technique and how users could benefit from new 
developments as Web 2.0 were researched by Brown, Jay et al. (2012). Though technique is 
important, the information is probably more important. Many travel websites receive their 
static information from hotels and available country data. However, the weather forecast is 
dynamic. Gupta, Yadav et al.(2009) concluded that assistive intent of an online seller is 
positively correlated with trust. In this research the focus is the interactive informative content 
from a third party supplier. Bay, Law et al (2008) suggested the service level agreement with 
content providers (E-alliances) offering dynamic content on travel destinations.  
 
An E-Alliance is a service level agreement where content is provided by a third party supplier 
of information and this content is presented to users in an interactive, dynamic way. In this 
research the weather forecast for last minute holidays has been used. The research 
investigated, whether dynamically presented travel guidance (content) enhances trust and 
satisfaction of the customer by means of the assistive intent and subsequently increases the 
purchase intentions (Bliemel and Hassanein 2007; Bai, Law et al. 2008). In other words, does 
targeted information richness have an effect on online purchase? 
 
Customer Satisfaction and Purchase Intentions 
The actual customers’ behavioural patterns and purchase intentions are correlated (Ajzen and 
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Fishbein 1980). The purchase intention of customers is important as it can predict their final 
actual behaviour. 
 
There are many definitions of trust and the effect it has on the relationship between natural 
persons or entities (Walczuch, Seelen et al. 2001; Blomqvist 2002; Kim, Ferrin et al. 2008; 
Keh and Xie 2009; Oh, Kim et al. 2009). A relationship quality model tested the nature, 
consequences and antecedents of relationship quality perceived by the customers and found, 
that future sales opportunities depend mostly on relationship quality, i.e. trust and satisfaction 
(Crosby, Evans et al. 1990). Trust is essential in interpersonal as well as social relationships 
and facilitates networks (Blomqvist 2002). In any commercial transaction, trust is the basis, 
whether the transactions are conducted in the conventional way, in a real market situation, or 
over the internet, by means of a web store. Only if the customer trusts the retailer, the 
consumer will feel disposed to purchase a product. Trust increases the probability of 
purchases (Walczuch, Seelen et al. 2001), because when trust is developed the subjective 
beliefs regarding the possibility of loss in the interaction will be lowered. The process of 
building trust can range over a longer period of time and with several interactions between the 
seller and the buyer, but this is difficult to measure in an experimental setting. In this research 
the definition of Initial Trust or Swift Trust is used, being the situational trust in an unfamiliar 
website (Bliemel and Hassanein 2007). 
 
Also on the internet the seller has to provide trust. The customers' trust has a strong positive 
effect on their purchase intention (Kim, Ferrin et al. 2008). The ability to offer trust helps the 
online consumer to feel less vulnerable and feel confident that the seller meets the 
expectations (Zhu 2009). Basically, if the website fails to offer this trust, the customer will 
drop-out (Chau, Hu et al. 2007). Drop-out decisions can already be made in an early stage of 
their visit and is based on the trust antecedents of the customer. Ideally, the customer has to 
feel at ease from start till their final, actual purchase. Trust has been found to affect the 
purchase intentions of the online consumer (Walczuch, Seelen et al. 2001; Gefen 2002). Not 
only in a strictly consumer environment, but also in a corporate environment research 
revealed that the customer trust has a positive effect on purchase intentions (Keh and Xie 
2009). 
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Though the positive relationship between trust and purchase intentions has been researched 
(Kim, Ferrin et al. 2008), other research found that customer satisfaction has a direct positive 
influence on the purchase intentions (Bai, Law et al. 2008). Satisfaction is an important 
customer reaction, because it builds loyalty and leads to repeat purchases (Cheung and Lee 
2005). Customers satisfaction is important for the online behavioural intentions and purchase 
intention is a dimension used to predict the actual behaviour (Bai, Law et al. 2008). In this 
regard, suggested is the following hypothesis: 
 
H1: Customer satisfaction positively affects the purchase intention. 
 
Information Quality and Satisfaction 
Customer satisfaction is defined as an overall positive or negative feeling about the net value 
of services received from a supplier (Woodruff 1997). There are many factors besides 
information richness causing that the customers are satisfied with the internet shop or internet 
shopping in general (Kim, Ferrin et al. 2008). Web satisfaction should be analysed at the 
information level and system level (McKinney, Yoon et al. 2002). Cheung and Lee (2005) 
found that the dimensions Information Quality, System Quality and Service Quality are the 
key drivers of customers satisfaction. 
 
Information Quality has according to Cheung and Lee (2005) 4 dimensions, being accuracy, 
content, format and timeliness. In a research on user information satisfaction Jin et al. (2008) 
used accuracy, comprehensiveness, relevance and timeliness for the dimensions of 
information quality. In a ten-year study by DeLone and McLean (2003) on information 
systems and their success they reported that the information quality on a website, defined as 
reliability, currency, relevancy, completeness and accuracy of information, facilitates 
customers in decision-making and is therefore an important construct related to the success of 
an information system. Bliemel and Hassanein (2007) combined those dimensions and used 
content quality and specific content for their study to find that they have an impact on trust 
and satisfaction with information quality.  
 
System Quality is related to dimensions as navigation, ease of use, response time and security; 
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thus the look and feel of a website. The perceived enjoyment of the website is a driver for 
internet usage, but merely for entertainment purposes than usefulness (van der Heijden 2003). 
A more recent study found that the customer interface quality (i.e. System Quality), including 
customization, interaction, convenience and character, contributes to generating satisfaction, 
thus e-loyalty (Chang and Chen 2008). Although in an empirical investigation it became 
evident, that not all attributes of system quality are consistent in having a significant impact 
on satisfaction (Jin, Cheung et al. 2008).  
 
Service Quality is positively influenced by the perceived usefulness in an internet 
environment (Oh, Kim et al. 2009). This service quality is an important driver of the 
behavioural intentions of a website visitor and it also has a direct effect on the customer 
satisfaction (Udo, Bagchi et al. 2010). Superior service quality also encourages repeat 
purchases and builds customer loyalty (Jin, Cheung et al. 2008; Udo, Bagchi et al. 2010). The 
quality of customer service determines the degree of satisfaction of the internet shopper 
(Christy M.K. Cheung 2005), but it doesn’t affect the level of trust. Both dimensions have an 
impact on satisfaction and behavioural intentions, but there is no evidence that they have an 
impact on trust. A recent study in the healthcare sector found, that technical adequacy and 
appearance of a website have a significant impact on the satisfaction with the System Quality, 
but have no significant impact on the Trust of a website visitor (Bliemel and Hassanein 2007).  
 
Bay, Law et al (2008) defined 5 dimensions for the functionality of the Website Quality, 
being purchase information, service/products information, destination information, quality of 
information and contact information. Those dimensions contribute to a higher customer 
satisfaction. The following hypotheses can be formulated: 
 
H2: The specific content positively affects the customer satisfaction. 
H3: The content quality positively affects the customer satisfaction. 
H4: An E-Alliance positively affects the customer satisfaction. 
 
Information Quality and Trust 
Information richness has a significant and direct impact on the adoption of a virtual store, 
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crucial to actual purchase intentions (Oh, Kim et al. 2009). The use of rich information helps 
the online buyers to predict their satisfaction with the product and make the purchase 
decision.  
 
Trust can be defined as feeling secure or insecure about relying on an entity. An important 
component of many social and business relationships is trust, determining the nature of 
interactions and people’s expectation from it (Gefen 2002). Therefore trust is essential in such 
relationships, because it enables parties to form favourable expectations about the party they 
are doing business with. Moreover trust is crucial in such relationships, because in e-
commerce merchandise or services cannot be verified immediately (Gefen 2002). Trust has a 
positive influence on the development of a positive customer attitude, intention to purchase 
and purchasing behaviours (Oh, Kim et al. 2009). The mutual disclosure, ethics and expertise, 
honesty and responsibility from the other party are dimensions of trust (Crosby, Evans et al. 
1990). Many studies have shown that consumers’ behavioural intention to make an online 
purchase involve not only perceptions of technology (i.e. System Quality), but also beliefs 
about and trust in the web shop (Oh, Kim et al. 2009).  
 
Why do visitors choose a website? Perceived usefulness and perceived ease of use are key in 
the adoption of websites (Oh, Kim et al. 2009; Shen and Chiou 2010) and new technology in 
general (Kelleher and O'Malley 2006; Wang, Shao-Kang et al. 2008). Already Davis, Bagozzi 
et al. (1989) argued that perceived usefulness, perceived ease of use and attitudes could 
explain the intentions of people and their acceptance of technology in general. The 
Technology Acceptance Model (TAM) (Venkatesh and Davis 2000) was extended with 
playfulness as an additional factor to reflect the customers’ intrinsic belief in web acceptance 
(Moon and Kim 2001). Legris, Ingham et al. (2003) argue that significant factors do not 
include the TAM and therefore research using TAM is neither totally consistent nor clear. The 
technology acceptance model has to be integrated into a broader model to include variables 
related to human and social processes (Legris, Ingham et al. 2003) 
 
The choice of communication technology for the level of trust is crucial (Walczuch, Seelen et 
al. 2001; Lo and Lie 2007). Information Quality is also of influence on developing 
playfulness and perceived usefulness (Oh, Kim et al. 2009). Though more important is that 
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the customers’ trust can be influenced by the information quality (Kim, Ferrin et al. 2008). 
Customers make their decision to trust an e-retailer on a rational basis, where personality 
factors and the attitude toward computers and internet don’t have a significant influence on 
consumer trust in e-retailing (Walczuch, Seelen et al. 2001). This is confirmed in the research 
of Bliemel and Hassanein (2007) where customer trust was significantly influenced by the 
content quality. It also showed that trust had a significant influence on overall customer 
satisfaction. 
 
The Information Quality consists of the dimensions Specific Content and Content Quality 
(Bliemel and Hassanein 2007). The specific content has been defined as information about the 
website and authors, such as contact information, privacy policies and support information. 
Content quality is assessed as usefulness, clarity, completeness, currency, conciseness and 
accuracy of the information. In the same study (Bliemel and Hassanein 2007) Content Quality 
had a big impact on trust and on the satisfaction with Information Quality, ultimately having 
impact on the overall satisfaction of the visitor. This study hypothesizes that: 
 
H5: The specific content positively affects trust. 
H6: The content quality positively affects trust. 
 
Trust and Satisfaction 
In some research the relationship between information quality and trust (Hsu 2008; Kim, 
Ferrin et al. 2008) has been investigated, while in other the focus was on the relationship 
between information quality and satisfaction (Cheung and Lee 2005; Bai, Law et al. 2008; 
Udo, Bagchi et al. 2010). Though being important indicators for the purchase intentions of the 
internet customer, few have tried to research the relationship between information quality, 
trust and satisfaction. 
 
Why no effort was made to produce an integrated research model with information quality, 
trust and satisfaction? Probably it was obsolete to produce this research model because the 
research was exclusively targeted on the website quality. One had to opt for a ‘satisfaction’-
model or a ‘trust’-model. In those cases where the relationship between trust and satisfaction 
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has been researched, the relationship is often changed (Kim, Chung et al. 2010). Research in 
the medical sector on internet use (Bliemel and Hassanein 2007) introduced a combined 
model trying to establish a direct link between trust and satisfaction.  
They found evidence that on an information level and, more precise, the content quality a 
significant link exists between trust in a website and the overall customer satisfaction. As in 
this research the focus is solely on the information quality, the following hypothesis can be 
introduced in this study: 
 
H7: Customer’s trust positively affects the customer satisfaction. 
 
E-Alliance and Information Quality 
It is clear that information richness plays a crucial part in customer behaviour on the internet 
(Hsu 2008). Information richness plays a crucial role in shaping customers’ decisions in a 
virtual store. (Chau, Hu et al. 2007). A website should provide the right level of information 
content for the individual visitor (Sarv, Ming et al. 2003; Frías, Rodríguez et al. 2008). A new 
complex buying task using a long distance communication requires high information richness 
(Lo and Lie 2008). Though a visitor with a straight re-buy task shouldn’t be offered rich 
content but transaction speed instead (Chau, Hu et al. 2007). The most influential factors of 
information richness in the context of virtual stores appear to be the variety of product 
information and the extent of product comparison (Oh, Kim et al. 2009). 
 
Gupta et al. (2009) made use of task-facilitative tools and found indications that the 
interactive informative content (dynamic content) can increase consumer’s trust. It is unclear 
from this research if there is an influence on overall satisfaction, but the concept of dynamic 
content is interesting.  
 
There is a lack in theoretically-based guidance for internet design, which might be the reason 
why online users are frustrated over technology, instead of considering it facilitating their 
shopping task (Hausman and Seikpe 2007). Many studies focused merely on accessing 
website satisfaction, trust or attitude toward a website and stopped without investigating 
which technology feature could motivate online consumers (Hausman and Seikpe 2007). The 
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initial trust of visitors in an online environment can be achieved with interactive dynamic 
content, yet the challenge is to adapt the content when the visitor modifies the product or task 
(Gupta, Yadav et al. 2009).  
 
There is a void in research focusing on providing dynamic information content by add-in 
information channels (Bai, Law et al. 2008). Gupta et al. (2009) introduced the interactive 
information comprehension tools in their research as a concept for flexible strategic 
information. The challenge and opportunity to provide interactive dynamic content is difficult 
for the e-retailer to implement and maintain by himself. Bay, Law et al (2008) suggested the 
service level agreement with content providers (e-Alliances) offering dynamic content on 
travel destinations. In such an e-Alliance the website owner can specify which information he 
wishes to obtain from the content provider and in which format. Thus an e-Alliance provides 
visitors with in-depth information to ease their decision in purchasing online products or 
services. It would offer the right level of information for the individual visitors. E-Alliances 
could provide dynamical content quality at the visitors’ request.  
 
Destination information has neither been researched by Bay, Law et al. (2008), nor been 
introduced in the research of Bliemel and Hassanein (2007). A recent study reports, that 
Chinese web visitors were more interested in a website, when the E-shop was offering more 
travel information and other specific dimensions (Bai, Law et al. 2008). The experimental 
research of Gupta et al. (2009) will be extended to fit this research and study for the influence 
of interactive informative content on trust. For this research weather information will be 
introduced as interactive dynamic content and the following hypotheses formulated: 
 
H8: An E-Alliance positively affects the customer’s trust. 
 
Conceptual Model 
In this research the focus is on the Information Quality (Cheung and Lee 2005) and therefore 
the System Quality (Bliemel and Hassanein 2007) and Website Quality Usability (Bai, Law et 
al. 2008) of their models will be eliminated in the model at hand. The conceptual model (Fig. 
1) for this research can be constructed from the dimension Website Quality Functionality 
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(Bai, Law et al. 2008) and the dimensions Content Quality and Specific Content in the model 
of Bliemel and Hassanein (2007). 
The interactive dynamic content is defined as a dimension of information quality. Gupta, 
Yadav et al. (2009) reported a significant effect was reported for this dimension of 
information quality on trust.  
 
 
 
 
Table 1 List of hypotheses 
NR. Hypothesis 
H1 Customer satisfaction positively affects the purchase intention. 
H2 The specific content positively affects the customer satisfaction.  
H3 The content quality positively affects the customer satisfaction. 
H4 An E-Alliance positively affects the customer satisfaction. 
H5 The specific content positively affects trust. 
H6 The content quality positively affects trust. 
H7 Customer’s trust positively affects the customer satisfaction. 
H8 An E-Alliance positively affects the customer’s trust.  
Information Quality 
 Specific 
Content 
Trust Content 
Quality 
Customer 
Satisfaction 
Purchase 
Intention 
H1 H7 
H8 
H5 
H6 
E-Alliance (Interactive 
dynamic content) 
H2 
H4 
H3 
Fig. 1 The conceptual model 
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3. Methodology 
 
The concept model (Fig. 1) for this research has to be tested, together with the corresponding 
hypotheses. At first the research and sampling method for this survey will be discussed. The 
choice of website and making the variables operational are introduced in the next paragraph, 
following an elaboration of the statistical software used. The chapter will be concluded with 
analyses on reliability and validity of the research. 
 
Research Method 
The method of research and relevant questions are the basis for a valid conclusion. In 
quantitative research the possible answers are restricted and limited, whereas in qualitative 
research the questions are open and the answers are wide. The conceptual model has to be 
statistically and objectively evaluated, therefore the right choice is a quantitative research 
(Baarda, de Goede et al. 2011). 
 
A survey can be conducted by face to face contact, by telephone, in writing or online. In this 
research an online questionnaire has been used for the following reasons: 
- Time saving as the respondents can click on the survey at their convenience, where 
they don’t have to take subsequent action to return any forms.  
- Object of research are websites and respondents are online. 
- Cost of research is limited, saving on telephone costs or mailing expenses. 
- The candidates have to be online to visit the websites in order to complete the survey. 
This is the most compelling reason to do this survey online. 
The survey has been published online and is presented in Appendix A.  
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Sampling method and size 
The population for our research are online users with knowledge of the German language. 
Respondents were asked to visit two German websites and the questions in the survey are 
presented in the German language. The preferred sampling method is a convenience sample. 
The convenience sample is a non-probability sample, which has an inherent risk of sampling 
bias, as the population may not be represented accurately and therefore bias limits the 
possibility to generalize the study results beyond the sample. The convenience of the sample 
is, that respondents are easily accessible. 
 
Because the size of the population is unknown it is difficult to determine directly the sample 
size for this study. Though a larger sample size better estimates the parameter(s), there is no 
agreement on the definition of a large sample size (Marcoulides 1990). In Structural Equal 
Modelling, the Partial Least Square (PLS) approach is a popular technique, because it has 
minimal demands on scales, sample size and residual distribution (Chin 1998). In their 
research Marcoulides (1990) and Chin (1998) argue, that an acceptable sample size in PLS 
would be 10 cases per predictor/construct i.e. 60 (10x6) samples for this research. The review 
of McDonald and Ho (2002) offers some steps to reduce the manifest dangers in using 
Structural Equal Modelling. 
 
Operationalization of the Latent Variables 
The literature review provided a clear idea of the various possible ways in which the 
constructs could be operationalized. For accurate assessment of loadings, there should be 3 till 
7 items per latent variable/construct with high communality for all indicators (Chin 1995).  
 
In the conceptual model six constructs were defined, Specific Content, Content Quality, e-
Alliance, Trust, Customer Satisfaction and Purchase Intentions, which have to be measured 
quantitatively. To operationalize the constructs existing items were used, thus assuring the 
validity. The survey items were composed from various English studies. To make them 
suitable they were adapted to this survey and subsequently officially translated into German. 
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Specific Content has been operationalized in the research of Aladwani and Palvia (2002), 
though the scale was changed from a 7-point to a 5-point Likert scale. Aladwani and Palvia 
used 5 items, which in this research were coded I_SC1 till I_SC5 for the website of Its.de and 
O_SC1 till O_SC5 for the website of Opodo.de. 
 
Content Quality had also been operationalized in the survey of Aladwani and Palvia (2002), 
but here the scale was a 5-point instead of a 7-point Likert scale. The 6 items were coded 
I_CQ1 to I_CQ6 for the website of Its.de and O_CQ1 to O_CQ6 for the Opodo.de website. 
 
E-Alliance has been operationalized by Gupta et al. (2009) as assistive intent. In this study the 
scale was a 5-point instead of a 7-point Likert scale. The 3 items were coded I_EA1 to I_EA3 
for the website of Its.de and O_EA1 to O_EA3 for the Opodo.de website. 
 
Trust can be operationalized with 3 items (Jarvenpaa, Tractinsky et al. 2000) coded I_T1 to 
I_T3 for the Its.de website and O_T1 to O_T3 for the Opodo.de website. The items have a 5-
point Likert scales. 
 
Customer Satisfaction could be operationalized with 4 items from the construct Satisfaction 
with Information Quality in a study from McKinney et al. (2002). After translation one item 
was deleted, because comments from the pre-test made clear that two items were similar in 
the German language. The items were coded I_CS1 to I_CS3 for the Its.de website and 
O_CS1 to O_CS3 for the Opodo.de website on a 5-point Likert scale. 
 
Purchase Intentions have been operationalized with 4 items from two studies. Two items from 
the study of Bay et al. (2008) have been coded I_PI1 till I_PI2 for the website of Its.de and 
O_PI1 to O_PI2 for the website of Opodo.de. The second pair of items has been used in a 
study of Yoo and Donthu (2001) and Hausman and Siepke (2007) and was coded I_PI3 to 
I_PI4 for the Its.de website and O_PI3 to O_PI4 for the Opodo.de website. All items have a 5-
point Likert scale. 
 
Additionally, the candidates have been asked few demographic questions. Those items were 
code DEM1 to DEM4.  
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In the questionnaire (see Appendix A) the coded items are printed behind the items in the 
colour red. Similarly, the numeric values for the Likert scales are indicated in red. The 
coloured codes were not published in the online survey. 
 
Design of the survey 
The items for the constructs have been identified from previous research as outlined in former 
paragraphs. Although an experiment would have been an option for this survey, decided was 
to use existing websites. The search for websites ended in Germany, as it appeared that this 
type of interactive dynamic content isn’t largely implemented.  
 
In this research two travel websites have been compared, both of which offer last minute 
holidays. One online company (OPODO.de) provides a 5-days weather forecast (WITH 
interactive dynamic content from a third party supplier) for their destinations.  
 
 
Fig. 2 Website OPODO.de 
 
When a visitor clicks on the weather information (see orange arrow in Fig. 2), a new screen 
opens with detailed information. The new screen (see Fig. 3) contains detailed information 
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about the weather situation on this location for the present day and the coming 4 days. This 
information is from an allied content provider. 
 
 
Fig. 3 Weather forecast OPODO.de 
 
The second website for the research is from the ITS.de. This website provides a similar type 
of overview for available last minute destinations and shows static weather situation (NO 
interactive dynamic content from a third party supplier). There is no additional information 
when the visitor clicks on the weather (see the orange arrow in Fig. 4). 
 
 
Fig. 4 Website ITS.de 
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In the survey the respondents were informed that there might be additional weather 
information available and were instructed to click the circled area indicated by the orange 
arrow. 
 
Candidates were asked to visit the website of Opodo.de and complete the questions of the 
survey. After this set of questions, they should visit the Its.de website and answer a 
subsequent set of questions. The two sets of questions were identical, except for the name of 
the website which had been altered accordingly. 
 
December 20
th
 2011, the survey was published on thesistools.de. Thesistools.de has an online 
engine to draw a questionnaire with possibility to export the results in CSV-format
1
. The 
survey has been preliminary tested on three German speaking internet users. After processing 
their comments the survey was online for four months and promoted on thesistools.de, 
ciao.de, wetenschapsforum.nl and spread by email. 
 
IBM SPSS 20.0© and SmartPLS 
Statistical testing of the conceptual model was carried out with IBM SPSS 20.0
©
 and 
SmartPLS. Statistical Products and Service Solutions (SPSS), common use for descriptive 
statistics (Baarda, de Goede et al. 2011), has been used for reliability analysis, while 
SmartPLS (Ringle, Wende et al. 2005) has been used for calculating the partial least squares 
(PLS) of the constructs. SmartPLS is a software application for (graphical) path modeling 
with latent variables (LVP). Although LISREL is superior on mathematical and statistical 
grounds, PLS is superior on practical grounds (Chin 1995). The partial least squares (PLS)-
method is used for the LVP-analysis in this software. The constructs are called latent 
variables as they can’t be measured directly, but are measured by their reflective indicators 
(i.e. the items in the questionnaire). 
 
                                                 
1
 A comma-separated values (CSV) file stores tabular data (numbers and text) in plain-text 
form and columns are separated with a comma. 
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Although McDonald and Ho (2002) argue that a complete set of parameters should be 
delivered in Structural Equal Modelling (SEM), Partial Least Squares remains a popular 
technique in Structural Equal Modelling (Chin 1998; Tenenhaus, Vinzi et al. 2005; Temme, 
Kreis et al. 2006).  
 
In consumer research the “Cronbach’s Coefficient α” (or Cronbach’s Alpha) has resulted in a 
better separation of measurement errors and structural relationships, but the application of 
PLS is required (Esposito Vinzi, Chin et al. 2010). PLS is the most suitable model for testing 
the differential impact of the various constructs (latent variables) in a conceptual model as a 
whole, because it allows for quantifying the total effects of success factors (Esposito Vinzi, 
Chin et al. 2010). Especially in consumer satisfaction studies, where consumer preference 
data are usually rather noisy, PLS produces more accurate path coefficients estimates than 
with covariance structure analysis (CVA), when samples sizes are less than 500 and latent 
variables are correlated (Esposito Vinzi, Chin et al. 2010). 
 
Reliability and validity 
The scales for the latent variables in this research are a 5-point Likert scale. The magic 
number of response alternatives should be an odd number between five and nine. In this case 
of subject-centered scales five alternatives are adequate for the individual items (Cox Iii 
1980). Besides the scales the items should be substantively valid. In this research the items 
were derived from previous research, so therefore the content validity should exist. 
 
In the PLS approach it is assumed that the blocks of variables are unidimensional (Esposito 
Vinzi, Chin et al. 2010) . Conformity can be checked, by evaluating the value of the outer 
model loadings. These values should be 0,5 or higher to ensure unidimensionality (Dunn, 
Seaker et al. 1994).  
 
The magnitude of the loadings are essentially correlation coefficients, and in this respect the 
communalities can be understood similarly (Costello and Osborne 2005). The item 
communalities are considered high if they are all 0.8 or larger and moderate to low between 
0.70 and 0.40 (Chin 1995; Costello and Osborne 2005), so if an item has a communality of 
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less than 0.40, it may either a) not be related to the other items, or b) suggest an additional 
factor that should be explored. High communality for the items indicates high level of internal 
consistency (Chin 1995).  
 
Unidimensionality is a prerequisite to examine the reliability (Dunn, Seaker et al. 1994), 
which indicates the extent to which measurement results reflect the measured variables. 
Reliability is most commonly estimated using Cronbach’s Alfa coefficient. Higher values for 
the Cronbach’s Alfa indicate a stronger correlation, where levels higher than 0.70 indicate 
internal consistency (Chin, Marcolin et al. 2003; Tenenhaus, Vinzi et al. 2005). For new items 
a Cronbach’s Alfa value of 0.60 would be still acceptable (Dunn, Seaker et al. 1994). 
 
Once unidimensionality has been established the construct validity should be studied. The 
construct validity can’t be examined in one study, as the check for discriminant validity is an 
ongoing process of previous study, current study and future research (Dunn, Seaker et al. 
1994). Chin, Marcolin et al. (2003) argue that regression and ANOVA are the preferred 
methods used to test moderators on discriminant validity as they focus on single measures 
(scaled or otherwise).  
 
The construct validity could be supported, if: 
- Convergent validity exists. This would imply that factor loadings for the Student T-
value would be higher than 1,6598 (Soper 2012) at a significance level of 95% (103 
degrees of freedom) or higher than 2,6244 at a significance level of 99,5% (103 
degrees of freedom). 
- Discriminant validity exists, where discriminant validity informs how well the 
indicators or measured variables fit to the model (Chin 1998). This can be examined 
by comparing the correlations of the constructs of the model with a hypothetical 
model. Discriminant validity is supported when P-values in a Chi-Square test would 
be less than 0.05. 
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4. Research Result 
The survey has been conducted and the results have to be analysed. Before drawing 
conclusions the reliability and validity of the survey data have to be tested. In this chapter the 
data from the survey will be examined with SPSS 20
©
 and SmartPLS (Ringle, Wende et al. 
2005).  
 
Sample Data 
The survey has been published on the internet and internet users were invited to complete the 
questionnaire. The observations have been imported in SPSS and then analyses have been 
performed as described in Chapter 3. 
 
In total 180 visitors took part in this survey, however not all participants completed the form. 
There is no information why items were not completed by the respondents. The survey 
consists of two sections (items for Opodo.de and items for Its.de) and if participants 
completed only one section their entry was deleted. Where parts of the questions were not 
completed, the results should be further investigated. Missing values can be replaced by 
category means (Temme, Kreis et al. 2006; Bergh, Ghijsen et al. 2012) in case the number of 
observations wouldn’t qualify for PLS. This study includes 6 constructs and with 10 cases per 
construct an adequate sample size in PLS would be 60 observations (Marcoulides 1990; Chin 
1998).  
 
The analysis of the missing values with SPSS consists of three steps. With descriptive 
statistics the means and estimated means can be assessed. More important is Little’s MCAR
2
 
test (Little 1988), a statistical test for missing data, where one can easily assess whether data 
are missing completely at random and therefore can be imputed by expectation-maximization 
(EM-method) in SPSS (step 2). An initial analysis of the 180 observations yields the result, 
that the significance is 0,983 and therefore the data are MCAR (p<0,05) (Little 1988; SPSS 
                                                 
2
 MCAR Data = Data Missing Completely At Random  
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2007), but the EM algorithm failed to converge in 25 iterations (see Table 13 in Appendix B: 
Analysis of missing values) and the percentage of missing items for the second section 
(I_xxx) is on average rather high (>42%). Depending on the imputation method, the 
percentage of missing values can be between 5 and 50% (Farhangfar, Kurgan et al. 2008), but 
safer between 5 and 40%. In step 3, observations with missing values for the second set of 
items (Its.de) were excluded, leaving 104 observations, and a new statistical analysis had to 
be conducted. Little’s MCAR test resulted in a significance of 0,948 and no failure has been 
reported (see Table 14 in Appendix B). The observations were Missing Completely At 
Random (p<0,05), so missing values can be replaced with the EM-method in SPSS. 
 
In the final univariate statistics report of 104 observations a number of 12 low extremes 
appeared for the first item of Opodo Specific Content (O_SC1) (see Table 15 in Appendix B: 
Analysis of missing values), but all values were between 1 and 5 in the datasheet. To further 
evaluate the results some items had to be recoded (see Appendix A: Questionnaire). The 
Likert scale would value a very negative answer with the score 1 and a very positive answer 
with 5, subsequently recoded were the fourth item of Opodo Content Quality (O_CQ4), the 
third item of Opodo Trust (O_T3), the second item of Opodo Purchase Intentions (O_PI2) and 
the second item of Its Specific Content (I_SC2). After recoding the scales, SPSS could be 
used to impute the missing values, but to avoid poor predicted values for the measured items 
they were grouped in smaller subsets (SPSS 2007). The items were grouped per latent 
variable and site (for example the three items of Opodo E-Alliance, the three items of Its 
Trust were grouped etc.), then the missing values predicted by the EM-method.  
 
The factor loadings for the items (Measurement Variables) in the survey have to be higher 
than 0,5 to secure unidimensionality (Dunn, Seaker et al. 1994; Chin 1998). Based on the 
descriptive analysis with SPSS the values for the factor loadings are considerably higher (see 
Communalities in Table 2 Descriptive statistics), thus unidimensionality can be concluded. 
The corrected item-total correlations for the items show values higher than 0.3, also indicating 
that there is a unidimensional scale (see Table 18 and Table 22 in Appendix C). 
 
The significance of a sample is a prerequisite for valid conclusions to be drawn from any 
survey. In this research the standard deviation of the sample can only be estimated, because 
  
 
 
Trust by E-Alliance 
29
the standard deviation of the population is unknown. The standard T-distribution is a popular 
technique to examine the significance of the items. In this study with 104 observations the 
Student T-value with (104-1) 103 degrees of freedom is 1,66 at a significance level of 0,05 
(Soper 2012). The Student T-values for the items are comfortably higher in this sample (see 
Table 2 Descriptive statistics) and convergent validity is present. 
 
Marcoulidis (1990) argues, that the skewness and kurtosis are good indicators of a normal 
distribution. From this study it becomes apparent that there is a left skewed (mostly negative 
values) distribution implying a longer left tail and a rounded peak with short tails whereas the 
kurtosis has mainly negative values, where zero would imply an ideal standard distribution.  
 
Table 2 Descriptive statistics 
Latent 
variables 
and items 
N Mean Std. Dev. Skewness Kurtosis Student T df
1
 
Communalities 
Initial Extraction 
E-Alliance at Opodo.de 
O_EA1 104 3,320 1,126 -0,406 -0,530 30,052 103 1,000 0,860 
O_EA2 104 3,230 1,201 -0,286 -0,848 27,443 103 1,000 0,860 
O_EA3 104 3,110 1,131 -0,130 -0,752 27,995 103 1,000 0,778 
Content Quality at Opodo.de 
O_CQ1 104 3,370 0,916 -0,589 0,226 37,585 103 1,000 0,724 
O_CQ2 104 3,420 0,932 -0,506 0,281 37,473 103 1,000 0,753 
O_CQ3 104 3,630 1,034 -0,665 0,237 35,848 103 1,000 0,780 
O_CQ5 104 3,450 1,032 -0,733 0,022 34,102 103 1,000 0,794 
O_CQ6 104 3,240 0,919 -0,041 -0,066 35,958 103 1,000 0,658 
Specific Content at Opodo.de 
O_SC1 104 3,310 1,255 -0,334 -0,776 26,884 103 1,000 0,623 
O_SC2 104 3,190 0,986 -0,088 -0,693 33,015 103 1,000 0,674 
O_SC3 104 2,530 1,014 0,148 -0,635 25,432 103 1,000 0,778 
O_SC4 104 2,980 1,043 -0,013 -0,758 29,156 103 1,000 0,672 
O_SC5 104 3,400 1,084 -0,447 -0,215 32,022 103 1,000 0,671 
Customer Satisfaction at Opodo.de 
O_CS1 104 3,340 0,910 -0,645 0,093 37,407 103 1,000 0,774 
O_CS2 104 3,430 1,003 -0,784 0,427 34,917 103 1,000 0,828 
O_CS3 104 3,390 0,918 -0,717 0,558 37,699 103 1,000 0,803 
Trust at Opodo.de 
O_T1 104 3,440 0,993 -0,564 0,097 35,336 103 1,000 0,831 
O_T2 104 3,030 1,038 -0,431 -0,462 29,766 103 1,000 0,786 
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O_T3R 104 3,230 1,209 -0,356 -0,725 27,260 103 1,000 0,720 
Purchase Intentions at Opodo.de 
O_PI1 104 2,280 0,970 -0,004 -1,142 23,958 103 1,000 0,801 
O_PI2R 104 3,000 1,270 -0,145 -0,958 24,099 103 1,000 0,727 
O_PI3 104 2,380 1,046 0,105 -0,756 23,257 103 1,000 0,846 
O_PI4 104 2,450 1,078 0,198 -0,679 23,189 103 1,000 0,861 
E-Alliance at Its.de 
I_EA1 104 3,220 1,182 -0,261 -0,743 27,790 103 1,000 0,833 
I_EA2 104 3,100 1,235 -0,155 -0,944 25,571 103 1,000 0,878 
I_EA3 104 3,070 1,143 -0,134 -0,816 27,371 103 1,000 0,864 
Content Quality at Its.de 
I_CQ1 104 3,410 0,866 -0,185 -0,291 40,203 103 1,000 0,744 
I_CQ2 104 3,480 0,945 -0,472 0,012 37,567 103 1,000 0,770 
I_CQ3 104 3,750 0,932 -0,651 0,301 41,026 103 1,000 0,776 
I_CQ4 104 3,770 0,873 -0,512 0,154 44,041 103 1,000 0,815 
I_CQ5 104 3,780 0,965 -0,664 0,131 39,935 103 1,000 0,746 
I_CQ6 104 3,570 0,879 -0,428 0,695 41,401 103 1,000 0,758 
Specific Content at Its.de 
I_SC1 104 3,540 1,190 -0,516 -0,468 30,325 103 1,000 0,606 
I_SC3 104 2,680 0,998 0,139 -0,268 27,421 103 1,000 0,712 
I_SC4 104 3,210 1,058 -0,185 -0,729 30,949 103 1,000 0,733 
I_SC5 104 3,410 1,048 -0,333 -0,500 33,202 103 1,000 0,608 
Customer Satisfaction at Its.de 
I_CS1 104 3,310 0,904 0,071 -0,457 37,318 103 1,000 0,758 
I_CS2 104 3,550 0,912 -0,380 -0,344 39,654 103 1,000 0,787 
I_CS3 104 3,540 0,858 -0,263 -0,102 42,052 103 1,000 0,817 
Trust at Its.de 
I_T1 104 3,560 0,943 -0,630 0,212 38,462 103 1,000 0,775 
I_T2 104 3,260 0,924 -0,092 -0,120 35,965 103 1,000 0,735 
I_T3 104 3,210 1,067 -0,044 -0,434 30,684 103 1,000 0,729 
Purchase Intentions at Its.de 
I_PI1 104 2,370 1,107 0,283 -0,751 21,800 103 1,000 0,881 
I_PI2 104 2,650 1,189 0,244 -0,732 22,768 103 1,000 0,863 
I_PI3 104 2,370 1,124 0,365 -0,629 21,462 103 1,000 0,913 
I_PI4 104 2,420 1,163 0,397 -0,695 21,242 103 1,000 0,917 
Valid N 
(listwise) 
104         Extraction Method: Principal Component 
Analysis. 
1
 Df= degrees of freedom 
Note: Items o_CQ4R and I-SC2R have been deleted from the original set as Cronbach’s alpha’s are now considered adequate. 
 
In this research the respondents answered to a set of questions after visiting the website of 
Opodo.de and a similar set of questions regarding the website of Its.de. The reliability of the 
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items has been researched by splitting those two sections and checking the Cronbach’s 
coefficient α and the corrected item total correlation. The Cronbach’s coefficient α has been 
used to verify the reliability of the scale, where the value is an indicator of the correlation and 
should be higher than 0.7. After deletion the reliability statistics for the Opodo-items (see 
Table 3) and for the Its-items (see Table 4) have solid values, which imply a high internal 
consistency. 
 
Table 3 Reliability Statistics Opodo-items 
Opodo.de
Valid N=104 Cronbach's 
Alpha
Cronbach's 
Alpha Based on 
Standardized 
Items
Number of 
Items
E-Alliance 0,906 0,906 3
Content Quality 0,869 0,870 5
Specific Content 0,797 0,799 5
Customer Satisfaction 0,928 0,929 3
Trust 0,824 0,833 3
Purchase Intentions 0,875 0,887 4
 
The fourth item of Opodo Content Quality (O_CQ4R) has been deleted as the corrected item 
total correlation was only 0,109 and the Cronbach’s coefficient α for Content Quality would 
improve from 0,796 to 0,869. The second item of Its Specific Content (I_SC2R) had a 
corrected item correlation of -0,073 and the Cronbach’s coefficient α would improve from 
0,608 to 0,740. After deletion of these items no substantial improvement could be made. 
 
Table 4 Reliability Statistics Its-items 
Its.de
Valid N=104 Cronbach's 
Alpha
Cronbach's 
Alpha Based on 
Standardized 
Items
Number of 
Items
E-Alliance 0,939 0,939 3
Content Quality 0,922 0,923 6
Specific Content 0,740 0,745 4
Customer Satisfaction 0,900 0,901 3
Trust 0,840 0,845 3
Purchase Intentions 0,967 0,967 4
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The total evaluation of the Cronbach’s coefficient α is included in Appendix C, but the 
reliability statistics for the Opodo.de and Its.de items are summarized in tables 3 and 4. 
 
PLS Model 
In the previous paragraph SPSS-software has been used to evaluate the measured variables 
(MV), the next step is to examine the latent variables (LV) in the conceptual model. The 
MV’s are split into two PLS-models, representing the same conceptual model. 
 
The PLS algorithm in SmartPLS shows that the Cronbach’s coefficient α for all the constructs 
in both models is more than 0.7, indicating internal consistency. (Dunn, Seaker et al. 1994). 
Based on these values (see Table 5) the reliability of the constructs can be supported.  
 
Table 5 Cronbach's Alpha for the constructs 
Its
Cronbachs 
Alpha
Number of 
Items Opodo
Cronbachs 
Alpha
Number of 
Items
Content Quality 0,923 5 Content Quality 0,870 6
Customer Satisfaction 0,901 3 Customer Satisfaction 0,929 3
E-Alliance 0,939 3 E-Alliance 0,906 3
Purchase Intentions 0,967 4 Purchase Intentions 0,887 4
Specific Content 0,745 5 Specific Content 0,799 4
Trust 0,845 3 Trust 0,833 3
 
Note: Items o_CQ4R and I-SC2R have been deleted from the original set as Cronbach’s alpha’s are now considered adequate. 
 
Now that measurement errors have been assessed with the Cronbach’s Alpha reliability, thus 
excluding convergent items (Chin, Marcolin et al. 2003), the discriminant validity and 
composite reliability should be looked into (Chin 1998). Using the PLS algorithm on both 
sections it is obvious that the values are extremely good. The Composite Reliability, Average 
Variance Extracted (AVE) and the construct correlations for the Opodo-section of 
observations are projected in Table 6 Reliability and Discriminant Validity for Opodo.de and 
the values for Its-section in Table 7 Reliability and Discriminant Validity for Its.de. 
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Table 6 Reliability and Discriminant Validity for Opodo.de 
Opodo
Composite 
Reliability AVE
Content 
Quality
Customer 
Satisfaction E-Alliance
Purchase 
Intentions
Specific 
Content Trust
Content Quality 0,906 0,660 0,812
Customer Satisfaction 0,955 0,875 0,793 0,935
E-Alliance 0,941 0,842 0,535 0,472 0,918
Purchase Intentions 0,925 0,758 0,464 0,560 0,444 0,871
Specific Content 0,861 0,555 0,561 0,712 0,282 0,432 0,745
Trust 0,897 0,747 0,710 0,761 0,525 0,622 0,662 0,864
 * Square root of the AVE on diagonal  
 
The square root values for the AVE are projected on the diagonal of the Latent Variables. To 
assess the output in order to exclude multicollinearity, the correlated values in the columns 
and rows should be less than the square root values of the AVE (projected on the diagonal) 
(Chin 1998), which is here the case. 
  
Table 7 Reliability and Discriminant Validity for Its.de 
Its
Composite 
Reliability AVE
Content 
Quality
Customer 
Satisfaction E-Alliance
Purchase 
Intentions
Specific 
Content Trust
Content Quality 0,940 0,722 0,850
Customer Satisfaction 0,938 0,834 0,755 0,913
E-Alliance 0,961 0,892 0,559 0,497 0,944
Purchase Intentions 0,976 0,910 0,427 0,464 0,319 0,954
Specific Content 0,839 0,567 0,494 0,659 0,348 0,433 0,753
Trust 0,906 0,764 0,588 0,726 0,508 0,438 0,634 0,874
 * Square root of the AVE on diagonal  
 
Discriminant validity can be concluded and also the Composite reliability reveals high values 
in Table 6 and Table 7. 
 
The R-square value of the constructs informs on how well one construct is predicting another. 
Results above the cut-offs 0.7, 0.3 and 0.2 are considered to be “substantial”, “moderate” and 
“weak” (Chin 1998) respectively. The values look convincing whereas only the value for the 
Purchase Intentions of Its.de is weak (see Table 8 R-Square values for the Latent Variables).  
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Table 8 R-Square values for the Latent Variables 
R-square Its
Opodo with
 e-Alliance
Opodo w/o
 e-Alliance1
Content Quality
Customer Satisfaction 0,72 0,76 0,76
E-Alliance
Purchase Intentions 0,22 0,31 0,31
Specific Content
Trust 0,53 0,64 0,61
1 R-square values for PLS model of Opodo without LV e-Alliance  
 
Considering that the websites of Opodo and Its are quite similar, except for the live content of 
the weather forecast, the R-square values are clearly higher for Customer Satisfaction, 
Purchase Intentions and Trust. Comparing the means of the items E-Alliance, Content Quality 
and Specific Content between Opodo (respectively 3.22, 3.43 and 3.08) and Its (respectively 
3.13, 3.62 and 3.21) it can be concluded that Opodo scores only higher on the E-Alliance. 
 
In the PLS model of Opodo the construct e-Alliance has been deleted to research the effect on 
the R-square values and the results are presented in the third column of Table 8. The R-square 
value of Trust has a lower value (0,61) in this model, than the value (0,64) in the PLS model 
with the construct of e-Alliance (see second column of Table 8). The difference in the R-
square values indicates the increased proportion of variance explained for the dependent 
variable of Trust by the independent variable of e-Alliance. In this study the coefficient of 
determination (R-square) shows an increase of 5% ( (0,64-0,61)/0,61*100% ) when the 
construct e-Alliance is included. 
 
The blindfold method in SmartPLS has been used to verify the predictive relevance (Q
2
) by 
computing two indices for both models (Chin 1998). SmartPLS computes the sum of squares 
of observations (SSO) and the sum of squared prediction errors (SSE). The complement to 1 
of the ratio between SSE and SSO represents the cross validated indicator Q2 = 1 – (SSE / 
SSO). The mean of cross validated communality indices (c.v. communality) is a measure for 
the quality of the measurement model if all constructs have positive values (Chin 1998).  
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Table 9 CV Communality 
ITS SSO SSE
1-
SSE/SSO Opodo SSO SSE
1-
SSE/SSO
Content Quality 624 247,836 0,603 Content Quality 520 270,201 0,480
Customer Satisfaction 312 117,045 0,625 Customer Satisfaction 312 93,134 0,701
E-Alliance 312 85,646 0,725 E-Alliance 312 112,896 0,638
Purchase Intentions 416 74,239 0,822 Purchase Intentions 416 169,332 0,593
Specific Content 416 300,150 0,278 Specific Content 520 346,597 0,333
Trust 312 152,927 0,510 Trust 312 156,794 0,497
 
 
The mean of c.v. redundancy indices is a measure for the structural model if all endogenous 
constructs have positive values (Chin 1998).  
 
Table 10 CV Redundancy 
ITS SSO SSE
1-
SSE/SSO Opodo SSO SSE
1-
SSE/SSO
Customer Satisfaction 312 134,867 0,568 Customer Satisfaction 312 114,364 0,633
Purchase Intentions 416 340,374 0,182 Purchase Intentions 416 325,103 0,219
Trust 312 192,673 0,382 Trust 312 174,718 0,440
 
 
The positive values for c.v. communality in Table 9 and c.v. redundancy in Table 10 support 
the predictive value for the measurement and the structural models. The index Goodness of 
Fit (GOF) or Akaike Information Criterion (AIC) require a minimum sample of 200 to make 
them reliable (Hooper, Coughlan et al. 2008) and are therefore excluded. 
 
Structural model 
After having established the reliability and validity of the measurement items and latent 
variables the hypotheses can be tested (Chin 1998).  
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Table 11 Result of the Student-T values in the conceptual model 
Opodo Trust
Customer 
Satisfaction
Purchase 
Intentions
Content Quality 4,579 5,099
Customer Satisfaction 8,001
E-Alliance 3,380 0,479
Specific Content 4,817 4,753
Trust 2,734
Its Trust
Customer 
Satisfaction
Purchase 
Intentions
Content Quality 2,843 6,021
Customer Satisfaction 5,704
E-Alliance 2,622 0,063
Specific Content 4,878 3,315
Trust 4,362
 
 
In SmartPLS the bootstrap procedure is an accepted method to count the T-values of the 
constructs (Temme, Kreis et al. 2006). In this study the bootstrap samples method has been 
set to 200 samples of the 104 observations and the result of the bootstrap are displayed in 
Table 11. To test the hypotheses, the Student T values of the conceptual model have to be 
examined against the Student T-values. At a significant level of 95% and 103 degrees of 
freedom the hypotheses can be accepted provided the corresponding value is higher than 
1,6598 (Soper 2012), or with a significance level of 99,5% (103 DF) if the corresponding 
value will be more than the 2.6244 T-student value. The T-student values of the latent 
variables are displayed in Table 11. 
 
The results from the conceptual model in Table 11 are projected in a hypotheses table (see 
Table 12). From this table it becomes apparent that the hypothesis H4 can be rejected for both 
sections, based on a significance of 95% and of 99,5%. 
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Table 12 Testing the hypotheses 
Its Hypothesis Coefficient T Statistics Conclusion
Customer Satisfaction -> Purchase Intentions H1 0,464 5,704** Hypothesis supported
Specific Content -> Customer Satisfaction H2 0,239 3,315** Hypothesis supported
Content Quality -> Customer Satisfaction H3 0,455 6,021** Hypothesis supported
E-Alliance -> Customer Satisfaction H4 0,004 0,063 Hypothesis not supported
Specific Content -> Trust H5 0,435 4,878** Hypothesis supported
Content Quality -> Trust H6 0,253 2,843** Hypothesis supported
Trust -> Customer Satisfaction H7 0,305 4,362** Hypothesis supported
E-Alliance -> Trust H8 0,215 2,622* Hypothesis not supported
Opodo Coefficient T Statistics Conclusion
Customer Satisfaction -> Purchase Intentions H1 0,560 8,001** Hypothesis supported
Specific Content -> Customer Satisfaction H2 0,302 4,753** Hypothesis supported
Content Quality -> Customer Satsifaction H3 0,445 5,099** Hypothesis supported
E-Alliance -> Customer Satisfaction H4 0,027 0,479 Hypothesis not supported
Specific Content -> Trust H5 0,391 4,817** Hypothesis supported
Content Quality -> Trust H6 0,376 4,579** Hypothesis supported
Trust -> Customer Satisfaction H7 0,231 2,734** Hypothesis supported
E-Alliance -> Trust H8 0,214 3,380** Hypothesis supported
* P<0,05: T>1,6598
** P<0,005: T>2,6244  
 
All values in this study are strong, thus a corresponding significant value of 99,5% would be 
acceptable. Using a higher significance level the hypotheses H4 and H8 should be rejected for 
the Its-section, whereas only the hypothesis H4 should be rejected and hypothesis H8 should 
be accepted for the Opodo-section.  
 
The hypotheses for the section of ITS have been visualized in Fig. 5, where the straight lines 
indicate supported hypotheses and the dotted line not supported hypotheses. 
 
  
 
 
Trust by E-Alliance 
38
 
  
Likewise the hypotheses for the Opodo section are projected in Fig. 6, the straight lines for 
supported hypotheses and the dotted line for not supported hypotheses. 
 
Information Quality 
 Specific 
Content 
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Quality 
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Satisfaction 
Purchase 
Intention 
H1 H7 
H8 
H5 
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E-Alliance (Interactive 
dynamic content) 
H2 
H4 
H3 
Not significant relationship 
Significant relationship 
Fig. 5 Conceptual model with significant relationships for Its.de 
Information Quality 
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Not significant relationship 
Significant relationship 
Fig. 6 Conceptual model with significant relationships for Opodo.de 
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5. Conclusion, discussion and limitations 
 
This study investigated, whether dynamically presented travel guidance (content) enhances 
trust of the customer and customer satisfaction by means of the assistive intent and 
subsequently increases the purchase intentions (Bliemel and Hassanein 2007; Bai, Law et al. 
2008). The central question is: Does interactive dynamic content have a positive effect on 
trust and indirect on the purchase intentions of the internet shop visitor? The e-Alliance has 
been introduced and researched as dynamic content from a third party supplier. 
 
Conclusion 
From this central question it becomes apparent that the present study should state how these 
constructs are defined and researched. In the literature many studies exist on the constructs of 
information quality (specific content and content quality), trust, consumer satisfaction and 
purchase intention and with the results reported by Bay, Law et al.(2008), Bliemel and 
Hassanein (2007) and Gupta, Yadav et al.(2009) a new conceptual model has been derived. 
The assistive intent in the research of Gupta,Yadav et al (2009) was correlated with trust and 
has been used in this research to represent a latent variable for the interactive dynamic 
content, also called the e-Alliance. The review of the literature indicated that the construct of 
e-Alliance should be investigated as a promising construct for dynamically presented content 
(Bai, Law et al. 2008).  
 
For this study e-Alliance has been defined as a service level agreement, where live content is 
provided by a third party supplier of information and this content is presented to users in an 
interactive, dynamic way. 
 
The content of a website has a positive influence on the customers’ trust (Bliemel and 
Hassanein 2007) and has impact on the customer satisfaction (Bliemel and Hassanein 2007; 
Bai, Law et al. 2008). The dimension of assistive intent and its positive effect on trust has 
been implied to research the effect of dynamic content on trust (Gupta, Yadav et al. 2009).  
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From the literature review can be retrieved that trust has a positive effect on the purchase 
intentions of customers (Kim, Ferrin et al. 2008; Keh and Xie 2009), but furthermore that 
there are many definitions of trust. In this research the definition of Initial Trust or Swift Trust 
is used, being the situational trust in an unfamiliar website (Bliemel and Hassanein 2007). 
Besides having a positive effect on the purchase intentions, trust also has a significant 
influence on customer satisfaction (Bliemel and Hassanein 2007). A more recent study 
concluded that satisfaction had a positive impact on purchase intentions (Bai, Law et al. 
2008). The constructs trust, customer satisfaction and purchase intentions seem positively 
correlated.  
 
Although correlations between the constructs seem to be existing, those previous studies 
neither investigated the effect of interactive dynamic content on trust, nor the subsequent 
effect of trust on customer satisfaction and purchase intentions.  
 
Before making a purchase decision for any holiday a customer requires information on the 
weather condition in the area. When the weather forecast from an external source is available 
on the website, it is unlikely that the customer would switch and thus a probable loss of the 
potential customer could be prevented. In this study was found no evidence that an e-Alliance 
had a direct impact on Customer Satisfaction, but e-Alliance did have a positive effect on 
Trust. 
 
Discussion 
The constructs or latent variables in this research were operationalized with questions from 
previous studies to assure the validity, also to avoid pretesting new scales. After translating 
the original questions to the German language, the online survey has been posted for several 
months (see: Appendix A: Questionnaire) and resulted in 180 observations. 
 
Analysing the raw data, some sweeping had to be done due to missing values. The Little’s 
MCAR test (Chin 1998), conducted with IBM-SPSS
©
 software (SPSS 2007; SPSS 2007), 
resulted in 104 observations. The respondents first answered a set of questions for the 
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Opodo.de (with e-Alliance) website and then answered the similar set of questions for the 
website of Its.de (no e-Alliance). Therefore those sets were split into two sections and 
analysed with descriptive statistics in SPSS. The fourth item of Opodo Content Quality 
(O_CQ4R) and the second item of Its Specific Content (I_SC2R) had to be deleted from the 
study as their correlations were around zero and the Cronbach’s coefficient α could be 
improved to assure internal consistency (Chin, Marcolin et al. 2003; Tenenhaus, Vinzi et al. 
2005). 
 
With the help of SmartPLS (Ringle, Wende et al. 2005) the observations for Opodo.de and 
Its.de were analysed in an equal model. The latent variables have good values for the 
Cronbach’s coefficient α, excluding convergent items (Chin, Marcolin et al. 2003), and also 
the R-square values are convincing. The composite reliability and discriminant validity was 
reassuring for the PLS-model of Opodo.de and Its.de. To test the discriminant validity the 
correlations matrix (Chin 1998) has been used, with on the diagonal of the latent variables the 
square root values of the AVE (Average Variance Extracted), where the correlated values in 
the columns and rows should be less than the square root values of the AVE. 
 
The hypotheses were tested on the conceptual model (see Fig. 7) for both sets of questions 
with the students T-test at a significance level of 99,5%, resulting in a few not supported 
hypotheses only.  
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The hypothesis: An E-Alliance positively affects the customer satisfaction.(H4) should be 
rejected for the Its-model and the Opodo-model, where the hypothesis: An E-Alliance 
positively affects the customer’s trust.(H8) should be rejected only in case of the Its-model. 
The hypothesis H8 should be accepted for the Opodo-model. In line with previous research 
both the Its-model and the Opodo-model confirm, that specific content and content quality 
have a positive impact on trust and also confirm, that trust positively influences the customer 
satisfaction and ultimately the purchase intentions of the customer.  
 
From the literature review it became apparent that there is a void in research focusing on 
providing interactive dynamic content by add-in information channels (Bai, Law et al. 2008) 
and from the research of Gupta, Yadav et al. (2009) evolved evidence that interactive 
dynamic content had a significant impact on perceptions of trust. The experiment was limited 
as it focused on one product only and it would be interesting to test if interactive dynamic 
content has the same impact in a different market. This study tried to find an answer to the 
question: Does interactive dynamic content have a positive effect on trust and indirect on the 
purchase intentions of the internet shop visitor? From the supported and not supported 
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Fig. 7 Opodo-model with significant relationships 
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hypotheses for the Its-model (no e-Alliance) and for the Opodo-model (with e-Alliance) the 
answer is confirmative. 
 
Managerial implications 
This study shows that information quality has to be a concern for the website owner, because 
an increase of the information quality has a positive influence on trust and customer 
satisfaction. The trust and customer satisfaction are a condition to positively affect the 
purchase intentions of the potential customer. 
 
Information quality implied that a website should contain specific content and content quality 
to influence the customer, but this study additionally investigated the e-Alliance being 
interactive dynamic content from an allied content provider. The results of this study suggest 
that a website able to provide an interactive rich experience by an e-Alliance has a bigger 
impact on the customers’ trust and the purchase intentions. 
 
The management of a website would became less time consuming and the effects are 
promising, but one has to consider the value of the external content for the customer in his 
quest for information. 
 
Limitations and suggestions for further research 
In this study the websites of Opodo.de en Its.de have been proposed in order to investigate if 
interactive dynamic content (e-Alliance) could have a positive impact on the trust of 
customers. Although the websites have quite similar content, the construct could be better 
investigated in an experiment with a single website switching the interactive dynamic content 
on or off. The path coefficient for Content Quality and Trust is higher for Opodo than Its, 
which could imply that this construct has been influenced by the E-Alliance. 
 
The research has been conducted on the market for last minute travels in Germany, but it 
would be interesting to learn if in other markets the customers also would appreciate 
interactive dynamic content. 
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More specific for this research: two items had to be removed from the measured variables due 
to low Cronbach’s coefficient α and low corrected item-total correlations. Those items have 
been used in previous studies and therefore the low values are peculiar. As a result thereof, 
however, the construct of Specific Content for the Its-model has only four predictors and the 
construct of Content Quality for the Opodo-model has only five predictors. There could be 
some bias, because in both models those items weren’t deleted. Although the remaining latent 
variables have sufficient items, future research should comprise of more items especially for 
the construct of e-Alliance. 
 
The questionnaire has been online for several months and resulted in 104 valid observations. 
With 6 constructs and 10 cases per construct the minimum sample size should be 60 
observations to have an acceptable size for PLS-modelling (Marcoulides 1990; Chin 1998), 
and although this study is valid and reliable, a bigger sample size will make any conclusions 
firmer. 
 
Although information quality is important to enhance the trust and customer satisfaction of 
the internet shop visitor, more (dynamic) content will not automatically have this effect. 
Interactive dynamic content should be balanced, preventing to frustrate the customer in his 
shopping task (Hausman and Seikpe 2007). The interactive richness should be relevant, 
accurate and comprehensible (Van Oppen 2007) and an integration of features seems to make 
the shopping experience more enjoyable (Khaldoon (Khal) Nusair 2008). So it seems there is 
a turning point where the enjoyment starts to frustrate the customer. 
 
Maintaining the content of a website takes time and a lot of valuable information is already on 
the internet. In this study the weather forecast seems to be valuable content for the customer 
and the website owner only projects this interactive dynamic content. Why not take advantage 
and incorporate valuable information from external sources on the website? An e-Alliance is 
one way to facilitate the customer, but also the content of RSS-feeds gives website owners the 
possibility to provide external content as it provides content accuracy and adaptability (Lan 
and Sie 2010). The travel advice of the Ministry of Foreign Affairs in the Netherlands can be 
obtained as a RSS feed.
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Fig. 8 The questionnaire 
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Appendix B: Analysis of missing values 
 
Table 13 Little's MCAR test with 180 observations 
O_EA1 O_EA2 O_EA3 O_CQ1 O_CQ2 O_CQ3 O_CQ4 O_CQ5 O_CQ6  ==
3,33 3,10 3,02 3,27 3,36 3,58 3,01 3,42 3,28  ==
EM Meansa,b
a. Little's MCAR test: Chi-Square = 1782,563, DF = 1858, Sig. = ,893
b. The EM algorithm failed to converge in 25 iterations.
 
 
Table 14 Little's MCAR test with 104 observations 
O_EA1 O_EA2 O_EA3 O_CQ1 O_CQ2 O_CQ3 O_CQ4R O_CQ5 O_CQ6  ==
3,32 3,23 3,11 3,38 3,44 3,63 3,04 3,45 3,24  ==
a. Little's MCAR test: Chi-Square = 1419,618, DF = 1508, Sig. = ,948
EM Meansa
 
 
Table 15 Missing values and extremes 
Univariate Statistics 
  N Mean 
Std. 
Deviation 
Missing No. of Extremes
a
 
Count Percent Low High 
O_EA1 104 3,32 1,126 0 0,0 8 0 
O_EA2 104 3,23 1,201 0 0,0 0 0 
O_EA3 103 3,11 1,137 1 1,0 0 0 
O_CQ1 104 3,38 ,916 0 0,0 4 0 
O_CQ2 101 3,43 ,942 3 2,9 4 0 
O_CQ3 102 3,62 1,034 2 1,9 5 0 
O_CQ4R 103 3,04 1,111 1 1,0 0 0 
O_CQ5 104 3,45 1,032 0 0,0 6 0 
O_CQ6 104 3,24 ,919 0 0,0 3 0 
O_SC1 100 3,31 1,269 4 3,8 12 0 
O_SC2 104 3,19 ,986 0 0,0 0 0 
O_SC3 99 2,54 1,033 5 4,8 0 2 
O_SC4 102 2,98 1,043 2 1,9 0 0 
O_SC5 104 3,40 1,084 0 0,0 7 0 
O_CS1 101 3,35 ,888 3 2,9 3 0 
O_CS2 103 3,46 ,978 1 1,0 6 0 
O_CS3 103 3,40 ,922 1 1,0 5 0 
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O_T1 98 3,41 1,003 6 5,8 5 0 
O_T2 102 3,04 1,043 2 1,9 0 0 
O_T3R 103 3,23 1,214 1 1,0 0 0 
O_PI1 102 2,28 ,969 2 1,9 0 0 
O_PI2R 104 3,00 1,270 0 0,0 0 0 
O_PI3 104 2,38 1,046 0 0,0 0 0 
O_PI4 102 2,43 1,076 2 1,9 0 3 
I_EA1 104 3,22 1,182 0 0,0 0 0 
I_EA2 104 3,10 1,235 0 0,0 0 0 
I_EA3 101 3,04 1,148 3 2,9 0 0 
I_CQ1 103 3,42 ,869 1 1,0 1 0 
I_CQ2 101 3,49 ,912 3 2,9 2 0 
I_CQ3 102 3,75 ,941 2 1,9 2 0 
I_CQ4 104 3,77 ,873 0 0,0 1 0 
I_CQ5 100 3,74 ,960 4 3,8 2 0 
I_CQ6 102 3,56 ,885 2 1,9 3 0 
I_SC1 104 3,54 1,190 0 0,0 0 0 
I_SC2R 103 3,07 ,993 1 1,0 0 0 
I_SC3 101 2,68 1,009 3 2,9 0 4 
I_SC4 103 3,20 1,061 1 1,0 0 0 
I_SC5 104 3,41 1,048 0 0,0 4 0 
I_CS1 99 3,32 ,924 5 4,8 1 0 
I_CS2 102 3,54 ,919 2 1,9 1 0 
I_CS3 102 3,53 ,864 2 1,9 1 0 
I_T1 103 3,55 ,947 1 1,0 3 0 
I_T2 101 3,25 ,932 3 2,9 3 0 
I_T3 102 3,21 1,075 2 1,9 6 0 
I_PI1 101 2,39 1,113 3 2,9 0 0 
I_PI2 102 2,65 1,199 2 1,9 0 8 
I_PI3 100 2,37 1,125 4 3,8 0 0 
I_PI4 101 2,43 1,178 3 2,9 0 0 
a. Number of cases outside the range (Q1 - 1.5*IQR, Q3 + 1.5*IQR). 
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APPENDIX C: RELIABILITY OF THE ITEMS 
The items were split into two sections, following a separate Cronbach’s coefficient α analysis 
on the two sets. In Table 16 are presented the primary statistics before deletion for Opodo.  
 
Table 16 Reliability statistics Opodo-items 
Opodo.de
Valid N=104 Cronbach's 
Alpha
Cronbach's 
Alpha Based on 
Standardized 
Items
Number of 
Items
E-Alliance 0,906 0,906 3
Content Quality 0,796 0,807 6
Specific Content 0,797 0,799 5
Customer Satisfaction 0,928 0,929 3
Trust 0,824 0,833 3
Purchase Intentions 0,875 0,887 4
 
 
The corrected item-total statistics for Opodo (see Table 17) show a 0,109 value for the fourth 
item of Opodo Content Quality (O_CQ4R) and by deleting this item the Cronbach’s Alpha 
would improve from 0,796 to 0,869. 
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Table 17 Item-total statistics for Opodo 
Scale 
Mean if 
Item 
Deleted
Scale 
Variance if 
Item 
Deleted
Corrected 
Item-Total 
Correlation
Squared 
Multiple 
Correlation
Cronbach's 
Alpha if 
Item 
Deleted
O_EA1 6,34 4,789 ,815 ,679 ,863
O_EA2 6,42 4,382 ,845 ,719 ,838
O_EA3 6,55 4,891 ,780 ,611 ,892
O_CQ1 16,79 13,159 ,536 ,376 ,768
O_CQ2 16,74 12,058 ,716 ,611 ,728
O_CQ3 16,53 11,339 ,739 ,623 ,717
O_CQ4R 17,13 15,392 ,109 ,055 ,869
O_CQ5 16,71 12,013 ,626 ,598 ,746
O_CQ6 16,92 12,169 ,708 ,592 ,730
O_SC1 12,11 9,940 ,581 ,413 ,762
O_SC2 12,22 11,164 ,603 ,406 ,752
O_SC3 12,88 11,928 ,450 ,244 ,796
O_SC4 12,43 10,559 ,659 ,472 ,733
O_SC5 12,01 10,573 ,619 ,444 ,745
O_CS1 6,83 3,407 ,827 ,686 ,915
O_CS2 6,73 3,014 ,860 ,748 ,892
O_CS3 6,77 3,267 ,874 ,767 ,878
O_T1 6,26 3,845 ,768 ,631 ,680
O_T2 6,67 3,873 ,704 ,585 ,736
O_T3R 6,47 3,630 ,593 ,364 ,863
O_PI1 7,84 8,468 ,811 ,716 ,815
O_PI2R 7,12 8,608 ,506 ,271 ,943
O_PI3 7,73 8,043 ,818 ,825 ,807
O_PI4 7,66 7,662 ,865 ,855 ,786
 
 
After deletion of the fourth item of Content Quality (O_CQ4R) the corrected item total 
correlation gives acceptable values (see Table 18) and the Cronbach’s Alfa can’t be improved 
substantially by deleting one or more items. 
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Table 18 Item-total statistics for Opodo after deletion 
Scale 
Mean if 
Item 
Deleted
Scale 
Variance if 
Item 
Deleted
Corrected 
Item-Total 
Correlation
Squared 
Multiple 
Correlation
Cronbach's 
Alpha if 
Item 
Deleted
O_EA1 6,34 4,789 ,815 ,679 ,863
O_EA2 6,42 4,382 ,845 ,719 ,838
O_EA3 6,55 4,891 ,780 ,611 ,892
O_CQ1 13,75 11,141 ,558 ,376 ,873
O_CQ2 13,70 10,075 ,752 ,610 ,828
O_CQ3 13,49 9,514 ,754 ,611 ,827
O_CQ5 13,67 9,873 ,687 ,586 ,844
O_CQ6 13,88 10,258 ,729 ,585 ,834
O_SC1 12,11 9,940 ,581 ,413 ,762
O_SC2 12,22 11,164 ,603 ,406 ,752
O_SC3 12,88 11,928 ,450 ,244 ,796
O_SC4 12,43 10,559 ,659 ,472 ,733
O_SC5 12,01 10,573 ,619 ,444 ,745
O_CS1 6,83 3,407 ,827 ,686 ,915
O_CS2 6,73 3,014 ,860 ,748 ,892
O_CS3 6,77 3,267 ,874 ,767 ,878
O_T1 6,26 3,845 ,768 ,631 ,680
O_T2 6,67 3,873 ,704 ,585 ,736
O_T3R 6,47 3,630 ,593 ,364 ,863
O_PI1 7,84 8,468 ,811 ,716 ,815
O_PI2R 7,12 8,608 ,506 ,271 ,943
O_PI3 7,73 8,043 ,818 ,825 ,807
O_PI4 7,66 7,662 ,865 ,855 ,786
 
 
The reliability statistics after deletion of the fourth item Content Quality for Opodo 
(O_CQ4R) show indeed that the Cronbach’s coefficient α increased (see Table 19). 
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Table 19 Reliability statistics for Opodo-items after deletion 
Opodo.de
Valid N=104 Cronbach's 
Alpha
Cronbach's 
Alpha Based on 
Standardized 
Items
Number of 
Items
E-Alliance 0,906 0,906 3
Content Quality 0,869 0,870 5
Specific Content 0,797 0,799 5
Customer Satisfaction 0,928 0,929 3
Trust 0,824 0,833 3
Purchase Intentions 0,875 0,887 4
 
 
The above procedure has also been applied for the Its-items, whereas the primary statistics 
before deletion are presented in Table 20. 
 
Table 20 Reliability statistics Its-items 
Its.de
Valid N=104 Cronbach's 
Alpha
Cronbach's 
Alpha Based on 
Standardized 
Items
Number of 
Items
E-Alliance 0,939 0,939 3
Content Quality 0,922 0,923 6
Specific Content 0,608 0,600 5
Customer Satisfaction 0,900 0,901 3
Trust 0,840 0,845 3
Purchase Intentions 0,967 0,967 4
 
 
The Cronbach’s Alpha should be higher than 0,7 to have a reliable scale, but the value for 
specific content is only 0,608. The corrected item-total statistics for Its (see Table 21) show a 
-0,073 value for the second item of Specific Content (I_SC2R) and by deleting this item the 
Cronbach’s Alpha would improve from 0,608 to 0,740. 
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Table 21 Item-total statistics for Its 
Scale 
Mean if 
Item 
Deleted
Scale 
Variance if 
Item 
Deleted
Corrected 
Item-Total 
Correlation
Squared 
Multiple 
Correlation
Cronbach's 
Alpha if 
Item 
Deleted
I_EA1 6,16 5,225 ,867 ,754 ,917
I_EA2 6,29 4,906 ,891 ,795 ,898
I_EA3 6,32 5,403 ,865 ,752 ,918
I_CQ1 18,35 15,898 ,703 ,558 ,918
I_CQ2 18,28 14,999 ,767 ,635 ,910
I_CQ3 18,01 15,233 ,743 ,608 ,913
I_CQ4 17,99 15,039 ,843 ,779 ,900
I_CQ5 17,98 14,582 ,813 ,734 ,903
I_CQ6 18,19 15,244 ,800 ,646 ,905
I_SC1 12,38 6,897 ,416 ,208 ,523
I_SC2R 12,85 10,403 -,073 ,008 ,740
I_SC3 13,23 7,228 ,502 ,325 ,483
I_SC4 12,70 6,852 ,531 ,338 ,460
I_SC5 12,50 6,971 ,514 ,326 ,471
I_CS1 7,09 2,721 ,815 ,668 ,847
I_CS2 6,85 2,695 ,815 ,668 ,847
I_CS3 6,86 2,940 ,779 ,607 ,878
I_T1 6,47 3,106 ,769 ,624 ,716
I_T2 6,77 3,267 ,728 ,588 ,758
I_T3 6,82 3,063 ,629 ,400 ,861
I_PI1 7,44 11,103 ,919 ,849 ,956
I_PI2 7,15 10,869 ,871 ,774 ,970
I_PI3 7,44 10,890 ,938 ,927 ,950
I_PI4 7,38 10,608 ,943 ,927 ,948
 
 
After deletion of this item (I_SC2R) the corrected item total correlation column provides solid 
values (see Table 22) and the Cronbach’s Alfa couldn’t be improved for specific content.  
 
The reliability statistics after deletion show that for specific content the Cronbach’s 
coefficient α increased to 0,740 (see Table 23) and no substantial improvement can be made 
by deleting more items. 
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Table 22 Item-total statistics for Its after deletion 
Scale 
Mean if 
Item 
Deleted
Scale 
Variance if 
Item 
Deleted
Corrected 
Item-Total 
Correlation
Squared 
Multiple 
Correlation
Cronbach's 
Alpha if 
Item 
Deleted
I_EA1 6,16 5,225 ,867 ,754 ,917
I_EA2 6,29 4,906 ,891 ,795 ,898
I_EA3 6,32 5,403 ,865 ,752 ,918
I_CQ1 18,35 15,898 ,703 ,558 ,918
I_CQ2 18,28 14,999 ,767 ,635 ,910
I_CQ3 18,01 15,233 ,743 ,608 ,913
I_CQ4 17,99 15,039 ,843 ,779 ,900
I_CQ5 17,98 14,582 ,813 ,734 ,903
I_CQ6 18,19 15,244 ,800 ,646 ,905
I_SC1 12,38 6,897 ,416 ,208 ,523
I_SC3 13,23 7,228 ,502 ,325 ,483
I_SC4 12,70 6,852 ,531 ,338 ,460
I_SC5 12,50 6,971 ,514 ,326 ,471
I_CS1 7,09 2,721 ,815 ,668 ,847
I_CS2 6,85 2,695 ,815 ,668 ,847
I_CS3 6,86 2,940 ,779 ,607 ,878
I_T1 6,47 3,106 ,769 ,624 ,716
I_T2 6,77 3,267 ,728 ,588 ,758
I_T3 6,82 3,063 ,629 ,400 ,861
I_PI1 7,44 11,103 ,919 ,849 ,956
I_PI2 7,15 10,869 ,871 ,774 ,970
I_PI3 7,44 10,890 ,938 ,927 ,950
I_PI4 7,38 10,608 ,943 ,927 ,948
 
 
Table 23 Reliability statistics for Its-items after deletion 
Its.de
Valid N=104 Cronbach's 
Alpha
Cronbach's 
Alpha Based on 
Standardized 
Items
Number of 
Items
E-Alliance 0,939 0,939 3
Content Quality 0,922 0,923 6
Specific Content 0,740 0,745 4
Customer Satisfaction 0,900 0,901 3
Trust 0,840 0,845 3
Purchase Intentions 0,967 0,967 4
 
 
